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1	Introduction
Across	the	world	many	destinations	are	voicing	their	concern	regarding	the	development	of	the	tourism	industry.	Some	destinations	have	even	taken	measures	to	stop	visitors	coming	in.	This	is	what	Seraphin,	Sheeran	and
Pilato	(2018)	refer	to	as	Trexit	 (Tourist	exit).	This	Research	Note	argues	that	the	branding	strategy	adopted	by	these	destinations	 is	playing	a	significant	role	 in	the	emergence	of	overtourism.	So	far,	no	research	has	 investigated
branding,	and	more	broadly	marketing	as	the	reason	of	overtourism.	Existing	research	mainly	investigates	the	consequences	of	overtourism,	namely	anti-tourism	movements,	tourismphobia	and	pollution,	etc.	(Paris,	2017;	Petkar,	2017;
Seraphin,	Yallop,	Capatina,	&	Gowreesunkar,	2018;	Yazdi	&	Khanalizadeh,	2017)	and	potential	solutions	like	the	education	of	tourists,	providing	authentic	experience	to	visitors;	putting	in	place	respective	campaigns	aimed	at	tourists,
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making	are	primarily	determined	by	a	particular	special	 interest	with	a	 focus	either	on	activity/ies	and/or	destinations	and	settings'	 (Hall	&	Weiler,	1992	cited	 in	Trauer,	2006,	p.	186).	SIT	contributes	 to	enhancing	 the	 image	of	a
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visitors	(Croes,	Ridderstaat,	&	van	Niekerk,	2018;	Croes,	Rivera,	Semrad,	&	Khalizadeh,	2017).	The	nostalgia	and	old-fashioned	dimension	of	 retrobranding	 (Dion	&	Mazzalovo,	2016)	 could	be	 instrumental	 in	 the	 rebranding	and
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repositioning	of	over	visited	destinations.	 In	every	aspect	of	 the	management	of	 the	destination,	DMOs	should	adopt	an	ambidextrous	management	approach,	 this	 is	all	 the	more	 important	as	 the	 tourism	 industry	 is	by	nature	an
ambidextrous	industry	(Hooper	&	Lennon,	2017;	Sanchez	&	Adams,	2008).	Sanchez	and	Adams,	(2008)	even	said	that	tourism	has	a	Janus-face	character.	Addressing	the	issue	of	overtourism	is	extremely	important	as	over	the	summer
2017,	 it	 led	 to	anti-tourism	movements	and	tourismphobia	 (Monterrubio,	2017;	Seraphin	et	al.,	2018).	As	 the	branding	of	a	destination	 is	not	a	 fixed	process	but	an	evolving	process	 (Saraniemi,	2010),	 the	 current	 context	makes
rebranding	(and	repositioning)	a	necessity.
Future	research	in	the	area	of	overtourism	could	be	orientated	by	some	predictions	developed	by	Yeoman	and	McMahon-Beatte	(2016)	 for	 the	 future	of	 food	tourism,	but	also	by	some	predictions	made	by	Yeoman	 (2013)
regarding	the	industry	as	a	whole.	Indeed,	he	argued	that	10	factors	can	shape	the	future	of	consumption	in	the	tourism	industry:	(1)	with	globalisation	there	are	increasing	occasions	to	celebrate	(2)	a	trend	toward	nostalgia	(3)	leisure
tastes	are	more	sophisticated	(4)	mobile	devices	and	augmented	reality	that	embellish	the	real	world	(5)	leisure	choice	is	taking	a	much	more	visual	form	(6)	the	search	for	authentic	experience	and	cutting-edge	leisure	activities	(7)
rising	income	is	creating	a	more	demanding	and	sophisticated	service	(8)	 increased	longevity	and	ageing	population	(9)	consumers	are	sensitive	to	ethical	 issues	(10)	 increasing	interest	to	parade	one's	social	and	cultural	capital.
Examples	of	 future	research	 in	the	area	of	overtourism	could	 include:	The	political	 implications	of	overtourism	(what	strategy	will	be	put	 in	place	by	political	 leaders	to	guarantee	the	happiness	of	their	citizens	while	maintaining
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